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ABSTRACT
The paper describes and evaluates a recent project in Aalborg, Denmark, dealing with the communication of cultural heritage and industrial culture to young people via their preferred media platform: mobile phones.  The communication was based on the new cultural genre: Alternative Reality Games or Augmented Reality Games (ARGs), i.e. games that take place in real life and in real physical settings. The paper concludes that ARGs can be seen as an entirely new way of communicating cultural heritage: A method that supports a participating, involving, and experience-oriented communication. A method that – so to speak – writes the player into the story and history. And a method that because of the narrative form is especially well-suited to support coherences and coherent stories. 
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INTRODUCTION
"Please help me... Time is running out... I am... I... Even my name is nearly forgotten... I can't remember... Yes, of course... I was called DACMAN. I worked here at D.A.C., Dansk Andels Cementfabrik - or DAC as it is called - long time ago. From 1917 till 1957 to be precise. People are forgetting it... One day in spring in 1957, on the 3rd June exactly fifty years ago I was suddenly killed in an accident at work. It wasn't entirely safe to work there at that time, you know... Hello, are you there? Now I'm destined to wander around the old factory area. Until somebody finds the treasure hidden there. Then I will have peace. You can only search for the treasure every fiftieth year… So, today is the day. 3rd June 2007. A historic day. So please help me... Time passes... You have to answer some questions for me... Let us keep in touch via SMS messaging... If you want to help me, please send the message "DACMAN OK" to 1231... Time is running out... HELP ME... SEND "DACMAN OK" TO 1231. I TRUST YOU. I'M DISAPPEAR... (...the connection is cut short)."
	This was one of the calls you received if you participated in the game DACMAN on the “Day of History” on the 3rd June 2007 at the old factory area of Dansk Andels Cementfabrik in Nørresundby, Denmark.

Figure 1: Banner from the website www.industrikultur-kulturarv.dk



THE CULTURAL HERITAGE PROJECT: 
INDUSTRIAL CULTURE – CULTURAL HERITAGE
	
	In 2006 The Heritage Agency of Denmark and Realdania appointed four Danish municipalities to participate as test communities in a cultural heritage project. The main purpose was to alter the perspective on cultural heritage from being a passive non-developing matter into being an active resource, which might be the starting point for the development of local areas, the marketing or branding of the municipalities as well as the local identity creation and value creation. Aalborg was one of the four appointed municipalities (cf. Jensen et al., 2006, Jensen, 2007c).
	The theme of the Aalborg Municipality's cultural heritage project was "Industrial Culture". The purpose of the project was to focus on the cultural heritage associated with the past history of Aalborg as an industrial city as well as to examine the possibilities of preserving and using the old and abandoned industrial complexes for new purposes in a future city based on knowledge and experience economy. Buildings and industrial complexes as Nordkraft, Eternitfabrikken, Østre Havn, Kvægtorvet, Skråen, Spritfabrikkerne, Dansk Andels Cementfabrik in Lindholm, Vokslev Kalkværk in Nibe, Gudumlund, and Hals Barre were considered.
	Apart from identification and registration of the cultural heritage, the project also worked with storytelling. That is, emphasizing and developing stories and experience economic themes in order to draw attention to the experiences and identity creating values associated with the industrial plants. The objective was as follows: in relation to the past to create an interest for the industrial history of Aalborg; in relation to the present to create an understanding for the importance of the industrial cultural heritage for the city, as it is today, and for the quality of the physical cultural heritage of the city; and in relation to the future to inspire the involvement of the industrial culture in the planning process and in the planning of a future city.
	From the very start, the storytelling group agreed that they would not use the traditional communication forms via printed media or via the computer screen. It was essential to the group that the citizens or the users were present at the localities, that they were physically active, that they related and committed themselves to the physical part of the cultural heritage and the city planning, and that they learned and experienced something about the correlations between past, present, and future.
	This is the reason why the storytelling group sought inspiration in the new type of games, called ARGs.
ALTERNATE REALITY GAMES
	ARG is an abbreviation of Alternate Reality Games or Augmented Reality Games. The name refers to the fact that these games create a sort of alternative reality or an expanded reality. The games are also referred to as Immersive Games or Pervasive Games, which similarly refer to the ubiquitous nature of the games; that they comprise the surroundings, and that the players are surrounded by and immersed in the game, so to speak (Kuikkaniemi 2006, Schwarz 2006, Jensen 2007b). As games ARGs are characterised by at least four features:
	1) ARGs compose a new type of game that mixes real-life treasure hunt, interactive storytelling, quests, and adventure games.  Joyce Schwarz writes: “Dissect an ARG, and you’ll find elements of immersive gaming, viral marketing, interactive fiction, social communities, virtual worlds and real-life publicity stunts” (Schwarz 2006). The games are often based on a complicated series of riddles or detection of crimes, and usually they have specific targets connecting them to the story and the fictitious characters as well as to the real world and the other players participating in the game.
	2) ARGs are not played as a board game or on the computer as most other games are, ARGs, on the contrary, use the real world as scenery or as game board. I.e., the existing reality is used as game setting or as scenario for the game. It might be the urban space in a specific neighbourhood, it might be a natural resort, or it might be a large region. Thus, ARGs are embedded in the real reality, and this reality is in a way expanded or enhanced with new layers of fiction. In this way ARGs can be seen as augmented reality or expanded reality.
	3) As ARGs take place in the real space, they are also based on the communication media of the real world, especially including mobile media like mobile phones. However, ARGs normally use many different media and move across a large number of media platforms: personal e-mails, websites, newspaper articles, advertisements, personal phone calls from game characters, text messages, fax, chat, instant messaging, real world artifacts, or real world events related to the game as secret messages left in public spaces etc. Joyce Schwarz writes: “A multimedia mix of emails, microsites, text messages, IM, billboards, print and electronic ads draw the player into a fictional universe and virtual community” (Schwarz 2006). In this way ARGs are also a genuine cross-media phenomenon.  
	4) ARGs often try deliberately to erase the line between game and reality, the in-game and the out-of-game experience in order for the game to occur as a part of the reality, and it is often difficult to determine where the line is between game and reality. The code word for most ARGs is TINAG, an abbreviation for "This Is Not A Game". I.e., the play or the story pretends to be the real thing rather than a game. The players must see the story as real. At least, the players must doubt whether the story, the events, and the experiences are real or not, and where to draw the line between reality and fiction. This matches the other slogan of ARGs "Nothing is as it appears". Joyce Schwarz writes quoting Wikipedia.com: ““Alternate Reality Game” is a cross media game that deliberately blurs the line between in-game and out-of-game experiences often being used as “a marketing tool for a product or service … the crucial percept in Alternate Reality Games is the perception that “this is not a game”. You don’t want to tell the story, you want the players to tell it to each other” (Schwarz, 2006). Thus, ARGs create a kind of alternative reality or multiple reality layers around the game.
	ARGs have their background in older genres such as real-life role-playing games, geocaching and computer games. Schwarz writes: “Alternate Reality Games may find their roots in role-playing from old text video games like “Zork” or in real-life geocaching GPS technology treasure hunts. Others point to improvisational theatre or performance art for inspiration” (Schwarz, 2006). 
	Alternate Reality Games have been used in many connections. They are of course used as entertainment, as a more involving, engaging, and active game. They are used as marketing tools for products or services; i.e. as a kind of guerilla marketing or ‘alt-marketing’. Major brands as for example American Express, Sharp, Microsoft, Jet Blue, Hasbro, Audi, Song Airlines and Stella Artois beer have used ARGs for marketing purposes. And they are used in connection with learning and communication (Kuikkaniemi 2006, Schwarz 2006, Jensen 2007b). So why not use them in connection with cultural heritage and industrial culture?
STATE-OF-THE-ART
There is an emergent academic literature dealing with the field between mobile media on the one hand and museums and the communication of cultural heritage on the other. L. Tallon and K. Walker (2006) co-edited the book Digital Technologies and the Museum Experience in 2006 motivated by the observation that the biggest trend in museum exhibit design currently is “the creative incorporation of technology” (Tallon & Walker, 2006). The book focuses especially on handheld guides and other mobile technologies such as cell phones, digital cameras, MP3 players, and PDAs for visitor interaction and learning in museums. 
Brugnoli, Morabito, Bo & Murelli (2007) in “Augmented itineraries” present results of an experiment  conducted in the Florenc’s Uffizi Gallery with groups using MOBILearn system, i.e. an application based on mobile-learning services specifically design to improve the Museum experience. They describe among other things the results of qualitative research into the behavior of users during the trial: the participants’ overall experience, responses and needs; the participants’ responses to and perception of, specific system capabilities; and how the MOBILearn system changed users’ experience of a museum.
In the paper “Museums outside walls. Mobile phones and the museum in the everyday” K. Arvanitis (2005) discusses the role that mobile media can have in museums. He points out that museums mainly treat mobile media as vehicles to enter the everyday, bringing the museum information and expertise out of the museum walls and into the everyday life of people. Furthermore, he argues that such use of mobile media does not take full advantage of the opportunities they offer to museums. Based on Andre Malraux’s notion of the ‘Museum without walls’ (La musée imaginaire) and drawing on fieldwork and qualitative investigation regarding the use of mobile phones to capture everyday meaning of material culture, he argues that mobile media can be used not only to bring museums into the everyday life, but also to create a gateway for everyday knowledge to become available in museums.
Mayr & Wessel (2007) in “Potentials and Challenges of Mobile Media in Museums” also discuss potential scenarios of use for mobile media in museums and the challenges they pose. Likewise, they emphasize that the current applications do not tap the full potential offered by the special characteristics of the technology. They examine how the characteristics of mobile technology suit the specific characteristics of a museum setting and suggest different ways to support visitors with mobile devices: attentional focus and guidance, satisfaction of situational interest, information adaptation to a specific visitor and to a specific location, information elaboration through facilitation of knowledge exchange and externalized memory support, and assistance in exhibition evaluation. Building upon this, they derive implications for the development of mobile applications in museums.
Finally, Wessel, Zahn & Hesse (2008) in the paper “Supporting Visitors’ Interest within and beyond the Museum with Mobile Media” presented at the Nodem 2008 conference examines visitors’ interest during and after the visit of museums. They pose questions like: What makes an exhibit interesting? Can you support interest during the museum visit via mobile media? And can you support visitors’ interest after the museum visit? Based on two studies (a laboratory exhibition and an existing museum) and results from a visitor questionnaire the authors conclude that mobile media in combination with a webpage can support visitors’ interest during and after the museum visit and that four factors determine the interestingness of an exhibit: ‘attraction power’, ‘instant enjoyment’, ‘familiarity’, and ‘information value’. Furthermore, they suggest that additional information on the mobile device within the exhibition seems to positively influence visit duration, evaluation of the exhibit and post-visit activity, and that immediate access to information during the visit leads to a more positive evaluation of the museum and longer visit durations.
However, specific experiments with the use of Augmented Reality Games for the communication of cultural heritage as well as academic literature on the more specific question of mobile media, ARGs and cultural heritage, are relatively rare. 

THE ‘DAY OF HISTORY’ AND THE DAY OF DACMAN
	At first, the storytelling group decided to take their starting point in the former Dansk Andels Cementfabrik at Lindholm Brygge in Nørresundby, normally referred to as D.A.C. Therefore the game was quickly named DACMAN. Of course, this should refer to Dansk Andels Cementfabrik, but the name was also a tribute to the mother of all computer games "PAC-Man" (Jensen, 2007a).
	The year 2007 was appointed the ‘Year of the Industrial Culture’ in Denmark, and during that year a number of events took place, which focused on the theme. On 3rd June, the ‘Day of History’ was celebrated nationwide, and in connection with the ‘Year of the Industrial Culture’ the theme was "Children in the Industrial History". Therefore, it was obvious to launch DACMAN on this particular ‘Day of History’ on 3rd June 2007. In the plot in DACMAN, the date 3rd June marks, as it appears from the quoted introduction, exactly the open window in time, the historic day – the Day of History – where it is possible to have a look into another era and thus obtain insight in values and cultures of earlier periods.

Figure 2: Photos from the ‘Day of History’ on 3rd June 2007.
	DACMAN is an interactive treasure hunt restricted to the area around the old Dansk Andels Cementfabrik. The hunt is carried out via mobile phone, either by sending and receiving SMS messages, by receiving phone calls through an interactive voice response service, or by reading physic stations. The plot in the story is that a former worker at DAC now wanders restlessly around the area fearing that the clues from his treasure or heritage disappear before anyone finds it. Therefore the player's task is to help DACMAN find this heritage by uncovering the clues and marks in the landscape, which stand as leftovers from the former industrial culture (cf. Lysheim, 2007, Stenbro 2007a, 2007b).
	Through the game the player slowly realises that the treasure is not a physical treasure, but the qualities in the cultural heritage in the area. The game results in the players giving their evaluation of what DACMAN's treasure is, which parts they want to preserve, and what it can be used for in the future.
SMS MESSAGING TO DACMAN
	All players who played DACMAN on 3rd June gave very positive feedback on the experience. As an integrated part of the game it was possible to comment on the play and the experience via SMS messaging afterwards. Typical comments are: 
	"it was really fun and exiting! And I learned a lot! Regards Rikke"; 
	"it was mega fun and educational"; 
	"I think that it was real fun - brilliant!";
	and "mega cool, we are locals but have seen places and heard stories we didn't know, fascinating construction". 
	The characteristic of the experience thus circles around words as ) "fun" and "exiting"; i.e. the experience-orientated and entertaining, and 2) "educational" and "the knowledge of new stories", i.e. the transformation of the user or player.

Figure 3: Photos from the ‘Day of History’ on 3rd June 2007.
	As an ending to the game the players had the opportunity, through nine photos of significant buildings and places at the DAC area and the game route, to express what they thought was the most valuable part of the cultural heritage and the most worthy of preservation. The majority voted for the DACs concrete silo (45%), by most local people called "The Cathedral". The cathedral forms the main building and is the most significant building and symbol of the former concrete factory.
DACMAN 2
	On the ‘Day of History’ DACMAN was executed by means of physical stations in the area, and representatives from the storytelling group were present in the area in order to help people getting started, answer questions, and solve problems. Subsequently, DACMAN has been rewritten, so that it can be played without the physical stations and without any support in the area. DACMAN2 is thus a service running 24/7/365; 24 hours a day, seven days a week, and 365 days a year – based entirely on the players' needs.
	DACMAN2 is based on a player manual downloaded from an Internet site, www.industrikultur-kulturarv.dk (​www.industrikultur-kulturarv.dk ​), and printed before the player goes to the area. Hereafter, the game is self-instructive via the manual, SMS messaging, and phone calls from a server. The messages in the player manual are coded in such a way that they only make sense when the player is in the area and in connection with the received SMS messages. The stations in the area are made up of various items and signs in the cultural landscape that have to be read and deciphered in order to play on (Jensen, 2008a, Jensen, 2008b).

Figure 4: Manuals for ‘DACMAN’ and ‘Vera from the Western Part of Aalborg’.	
VERA FROM THE WESTERN PART OF AALBORG
	Subsequently, the storytelling group has produced another ARG game thematising the industrial culture. Here, the main character is the 10-year-old Vera, who has grown up in the western part of Aalborg and in 1933 attended 4th grade at the school in Ryesgade. The plot in this game is that Very has lost her memory and cannot remember her past. Therefore the players have to help Vera decoding and recognising the 1930ties' Aalborg in the present street scene. Vera takes the player round the area at the old Spritfabrik, Fjordmarken, Skråen, and Vesterbro, where the player sees the city through her eyes and her historic perspective. The game ends at the Cimbrertyren and with the story about the breaking through of Vesterbro and the opening of the new Limfjordsbro.
	In “Vera from the Western Part of Aalborg”, the players have the opportunity to record a short comment to the game about the experience. 
	Among other things there is a recording from a man with an immigrant accent saying: 
	"Hello, it's a real nice game, this one. I really think so. And my two children also think that it's a nice game. And now they'll see the city with new eyes. It is very educational. Goodbye". 
	A woman from Århus says: 
	"Hi, this has been really, really exiting. Especially for a newcomer from Århus to hear about the history of Aalborg. Thanks". 
	Finally, there is a local woman sending a personal greeting to Vera: 
	"Hi Vera, it was real fun, also for an old girl from Aalborg. I plan on arranging a company tour, a professional day. At first with some professional topic, and then we'll go treasure hunting in the western part of the city. 25 people. So thank you for today". 
	Most recorded comments from the players are like the ones quoted above.  Thus, the concept seems to have a large potential regarding the generation of attention to the historic and the experience-like qualities in an area and at the same time involve and engage the players or users (Jensen, 2008c).
NEW METHODS FOR COMMUNICATING CULTURAL HERITAGE
	“DACMAN”, “DACMAN2” and “Vera from the Western Part of Aalborg” are not only three new games. They are – in a more general perspective – entirely new ways or methods of communicating cultural heritage. A method, which simultaneously supports the participating, involving, and experience-orientated communication of cultural heritage. A method, which – so to speak – writes the player into the story and history. And a method, which because of the narrative form is especially well-suited to support coherences and coherent stories (Jensen, 2008d, 2008e).
	Not only are we dealing with a new method for the communication of cultural heritage. During the project, it became more and more clear and obvious that it is a method, which can be used in a long line of different contexts. E.g., it can be used to involve citizens in connection with city planning and planning processes, where the method is even able to activate new target groups.
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